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Is a Communicating value


Promotion Mix: (push vs pull)
Personal Selling (push)
person to person (face to face or telephone) usually more expensive. Companies require help from sales person which will help by adding value to the product. 
More complex (they sell homes, cars) 
More Influence
Customize communication and needs that other IMC cannot 

Sales Promotion (push)
Short and long term, but mainly short term
Aimed at user consumer or channel members 
Used in a lot of situation to stimulate demand
Examples: Coupons, sampling, rebates, displays 

Trade Shows (push)

1. Advertising
Most visible
Effective in creating awareness and generating interest 

2. Public Relations (PR) 
“free” media attention (articles on your product, which didn’t cost you anything), (bloggers who does reviews)
Importance has grown on PR because marketing is skeptical 
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3. Direct marketing 
 designed to generate response to buy the product
four characteristics: targeted, motivates an action, measurable, can provide information for a marketing database. 

Forms of direct marketing: allows for personalization 
Personal Selling – target, printed or e-communication sent to consumer mailbox
Direct Mail/Email
Kisok – facilitate service delivery (small booths for dell, rogers, TD bank, Go Bus transit ticket booth)
Catalogue – hard copy and online catalogue
Direct Response TV – short television commercials/infomercials (example: “Call within the next 10 mins to receive discount”)

4. Electronic Marketing

5. Events & Sponsorship – events to raise promotion. Companies sponsor celebrities. 


Push VS Pull
Push – demand is pushed down the channel by sales effort
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Pull – demand is pulled through the channel by advertising 

Definition – people/company/organizations working together on marketing communications 

2 parties (sender & receiver)
2 tools (media & message)
4 functions (encoding, decoding, response, feedback)

Consumer response with marketing communications
AIDA Model
1. awareness – attention to costumer  (think)
2. interest – make them like it (feel)
3. desire – make them want to buy it (feel)
4. action – consumer buys it (do)

companies want to inform consumers
then persuade them to buy the product
then you remind them to actually buy the product

to persuade:


To remind:
Advertisement to buy the costumer in the future
Where to buy it
Keep it in consumer minds
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1. 1. clients puts together the creative brief (document of product/service about objectives, sales objectives)
2. Agency comes up with creative
3. Independent research firm tests the ads
4. Distributors are consulted 
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The AIDA model shows the understanding of marketing communications work. 

AWARNESS (think) – recognizing brand name (that’s apple!)
[bookmark: _GoBack]INTEREST (feel) – product is worth investigating through advertisement
DESIRE (feel) – the consumers want it
ACTION (do) – the consumers buy it 
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